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CO-ORDINATING POLITICAL CAMPAIGNS IN NIGERIA: 
A MARKETING PLANNING PERSPECTIVE 
Row Land E. Worlu 
Department of Marketing 
Covenant University, Ota, Ogun State, Nigeria. 
ABSTRACT 
The institutional context of electoral process in Nigeria is essentially different from the 
situation in the United States and other European countries. As a result, observers of 
Nigerian democratic system have argued that given the abject poverty in the country, it 
would amount to asking for too much, if the electorate is expected to resist monetary 
inducement. Candidates see nothing wrong in offering the electorate money for their 
vote and the temptation is always there for voters to take the money offered as an 
immediate reward for whatever effort is required to go out and vote. This explains why 
Achumba and Dixon - Ogbechi (2004) concluded that political party campazgns in 
Nigeria are party centred, non issue centred, capital intensive, money driven and 
labour intensive. The situation makes marketing planning imperative. Political 
marketing planning (in the specific context of an election campaign) attempts to 
identifY how to increase a party or candidate's share of the vote and what needs to be 
done in order to realize the vote - share increase. It is in this connection that this paper 
advocates the adoption of marketing planning framework by Nigerian political parties 
in co-ordinating the election campaigns in order to maximize the allocation of their 
relatively scarce resources. This, of course, is based on a marketing planning 
framework developed by Baines et al (1999) in the light of changing political 
environment; together with the development and implementation of marketing models 
in a wider sphere of economic and social situations. In addition, the framework model 
has been developed using a hypothetico-deductive approach that takes into account, 
not only the recent development in American and British campaign management, but 
also uses depth interview with political strategists to make the model more realistic, 
and tailored specifically for marketing scenarios (and in this specific context, election) 
in Nigeria. The paper suggests that Nigerian political parties need to co-ordinate their 
constituency campaigns in such a way as to de-emphasize 'money politics ' which is 
attempting to institutionalize the hydra headed problem of "political God-fatherism" in 
our nascent democracy. This co-ordination should begin with a research to determine 
who the main opposition is, which voters need to be targeted, how to position the party, 
and what promotional programme will suit the political product. This means that 
political campaigns in Nigeria can be made cost-effective through constituency 
research and relationship marketing as well as post-election exercises to determine 
what went wrong and how in certain constituencies. 
Keywords: Coordination, Political Campaigns, Nigeria, Marketing, Planning 
INTRODUCTION 
Political campaign is a central activity in every democratic process, particularly within the concept of party 
politics. It is defined by theorists as the rush of media items leading up to polling day (Stockwell, 2004). 
Campaigns are multi-disciplinary entities that are of interest to and draw methods from marketing, political 
science, media theory and many other disciplines as well. Political campaign originated because the political 
function of language is embedded deeply in the evolution of human society. The survival of the tribe 
depends not only on a shared language, but also on its use to arrive at timely decisions. In classical Greek 
democracies, the sophists applied rational analysis to the magic of language in order to explain what was 
persuasive in deliberative assemblies (Barrett, 1987). Over the last twenty years, political marketing has 
sought to colonize the study of the political campaign (O'Shaughnessy, 1990; Newman, 1994, 1999; 
Maarek, 1995; Johnson, 2001 ). However, the political campaign uses not oniy techniques derived from mass 
marketing and public relations but also game theory and statistical psychology (Blumenthal, 1980). Election 
campaigns have three stages: Strategy (from candidates/issue analysis to developing the game plan), 
27 
Co-on~inating P e l l t i c a l  C a m p a i g n s  i n  N i g e r i a :  A  M a r k e t i n g  P l a n n i n g  P e r s p e c t i v e  
C o m m u n i c a t i o n  ( d a y - t o - d a y  d e v e l o p m e n t  o f  t h e  m e s s a g e  a n d  i t s  d i s t r i b u t i o n  v i a  m a s s  a n d  d i r e c t  m e d i a ) ,  •  
H i g h  g e a r  ( l o c k i n g  d o w n  c o m m i t m e n t  a n d  g e t t i n g  o u t  t h e  V o t e ) .  W h i l e  m o n e y  i s  a  k e y  d e t e r m i n a n t  o f  
i m p a c t  o f  t h e  c a m p a i g n ,  g o o d  o r g a n i z a t i o n ,  i n n o v a t i v e  u s e  o f  n e w  t e c h n o l o g i e s ,  s k i l l f u l  v o l u n t e e r  
r e s o u r c e  m a n a g e m e n t ,  a n d  a c c u r a t e  r e a d i n g  o f  p o l i t i c a l  t e r r a i n  c a n  c a u s e  u p s e t .  M o d e m  
e m p l o y  c a m p a i g n  t e c h n i q u e s  t o  m a n a g e  t h e i r  i n t e r a c t i o n s  w i t h  t h e  p u b l i c  v i a  t h e  m a s s  m e d i a  n o t  o n l y  
e n s u r e  t h e i r  r e - e l e c t i o n ,  b u t  a l s o  t o  d o  t h e  w o r k  o f  g o v e r n a n c e .  A l l  f o r m s  o f  p o l i t i c a l  c a m p a i g n s  s e e k  
p e r s u a d e  t a r g e t  a u d i e n c e s  b y  m a n a g i n g  t h e  m e s s a g e  c o m m u n i c a t e d  t o  t h e m  v i a  t h e  m e d i a .  W h i l e  d e b a a t  
c o n t i n u e s  a b o u t  t h e  p o l i t i c a l  e f f e c t s  o f  t h e  m a s s  m e d i a ,  c a m p a i g n e r s  s e e k  t o  c o m m u n i c a t e  t h e i r  m e s s a g e  v  
a l l  c h a n n e l s  c o n s u m e d  b y  t h e  t a r g e t  a u d i e n c e :  n e w s p a p e r s ,  r a d i o ,  t e l e v i s i o n ,  b i l l b o a r d  a n d  t h e  I n t e r n e t .  
s e e k i n g  f r e e  c o v e r a g e  i n  t h e  e d i t o r i a l  p o r t i o n s  o f  t h e  m e d i a ,  t h e  c a m p a i g n  m a n a g e r  m o n i t o r s  t h e  
p r e p a r e s  p r e s s  r e l e a s e s ,  h o l d s  p r e s s  c o n f e r e n c e s ,  p r o d u c e s  w e b  p a g e s ,  r u n s  m e d i a  e v e n t s  a n d  m a j o r  e v e  
i n c l u d i n g  l a u n c h e s  a n d  d e b a t e s  b u t ,  a b o v e  a l l ,  t a l k s  t o  j o u r n a l i s t s .  F o r  g r e a t e s t  e f f e c t ,  t h e  f r e e  m e d i a  
s h o u l d  b e  c o o r d i n a t e d  t o  c o m p l e m e n t  a n d  c o h e r e  w i t h  a d v e r t i s i n g .  P a i d  a d v e r t i s i n g  a l l o w s  t h e  c a m p a i g n  
b o n d  t o g e t h e r  t h e  m a t r i x  o f  i d e a s ,  i m a g e s ,  p o l i c i e s  a n d  a r g u m e n t s  t h a t  m a k e  u p  t h e  m e s s a g e  i n t o  a  m o m e t > m •  
o f  e m o t i o n a l  e x c h a n g e  d i r e c t l y  w i t h  t h e  a u d i e n c e .  T h e  r a n g e  o f  a d v e r t i s i n g  s t y l e s  f o r  d i f f e r e n t  m e d i a ,  th~e 
a p p r o p r i a t e  c o m b i n a t i o n  a n d  m e d i a - b u y i n g  m e t h o d s  t o  m a x i m i z e  r e a c h  t o  t a r g e t  a u d i e n c e s  a r e  i m p o r t a t - L " : . . I  
i s : , u e s  t u  b e  a d d r e s s e d  w i t h i n  t h e  c o n t e x t  o f  t h e  c a m p a i g n ' s  p l a n n i n g  a n d  b u d g e t  ( A d l l l m b a  a n d  D i x o n  
O g b e c h i ,  2 0 0 4 ) .  T h o u g h  d i r e c t  c o n t a c t  i s  s t i l l  t h e  m o s t  p e r s u a s i v e  f o r m  o f  p o l i t i c a l  c o m m u n i c a t i o  
i n t e r p e r s o n a l  c o n t a c t  a t  m e e t i n g s ,  e v e n t s  a n d  i n  t h e  d o o r w a y  · d e v e l o p s  a  p e r s o n a l  r e l a t i o n s h i p .  
a u d i e n c e  s e g m e n t a t i o n  a n d  c a n v a s s i n g  c a n  g e n e r a t e  l i s t s  o f  t ; a , r g e t  i n d i v i d u a l s  w h o  c a n  t h e n  b e  e n g a g e d  
i n t e r a c t i v e  c o m m u n i c a t i o n  b y  d i r e c t  m a i l ,  p h o n e  b a n k i n g ,  e - m a i l ,  d o o r  k n o c k  v i s i t  o r  s p e c i a l  
m e e t i n g s  a n d  e v e n t s  ( S t o c k w e l l ,  2 0 0 4 ) .  P o l i t i c a l  c a m p a i g n s  t h e r e f o r e  u s e  t h e  o b v i o u s  m a r k e t i n g  t e e  
o f  a d v e r t i s i n g  i n  t a r g e t i n g  a n d  s e g m e n t i n g  a u d i e n c e s .  T h u s ;  i t  c a n  b e  s e e n  t h a t  p o l i t i c a l  c a m p a i g n s  h a  
d r i v e n  t h e  u n d e r s t a n d i n g  o f  m a r k e t i n g ,  w h i c h  i s  c o n c e r n e d  w i t h  t h e  i d e n t i f i c a t i o n  o f  c o n s u m e r  n e e d s ,  
s a t i s f a c t i o n  o f  s u c h  n e e d s  a t  a  p r o f i t .  I n  A n d e r s o n ' s  ( 2 0 0 4 )  v i e w ,  e l e c t i o n  c a m p a i g n  i s  m o r e  a b o u t  
t h a n  a b o u t  p o l i t i c s .  I n d e e d  m o s t  e l e c t i o n  c a m p a i g n s  a r e  a b o u t  m a r k e t i n g ,  t h a t  i s  m a k i n g  a  c o n n e c t i o n  w m  _ _ _  _ .  
t h e  e l e c t o r a t e  a n d  v o t i n g  p u b l i c  a n d  e n s u r i n g  d e l i v e r y  o f  g o o d  e n o u g h  r e a s o n s  w h y  t o  e n c o u r a g e  p e o p l e  
v o t e  o n e  w a y  o r  t h e  o t h e r .  T h o u g h  b o t h  m a r k e t i n g  a n d  p o l i t i c a l  c a m p a i g n  u s e  s i m i l a r  t e c h n i q u e s  t o  s e g m e n
0
r  
a u d i e n c e s  a n d  p o s i t i o n  t h e  t h i n g s  t h e y  a r e  p i t c h i n g ,  t h e y  d i f f e r  i n  t h e  f o l l o w i n g  w a y s :  
•  M a r k e t i n g  i s  t h e  p e r f o r m a n c e  o f  b u s i n e s s  a c t i v i t i e s ,  w h i c h  d i r e c t  t h e  f l o w  o f  g o o d s  a n d  s~'rv"'"'''" 
f r o m  t h e  p r o d u c e r  t o  t h e  c o n s u m e r  ( A M A ,  1 9 6 0 ) .  I t  i n v o l v e s  s e l l i n g  g o o d s  a n d  s e r v i c e s  t h a t  
c o n s u m e r  n e e d s  a n d  w a n t s ,  a n d  a l s o  c o n v i n c i n g  t h e  c o n s u m e r  t o  e n g a g e  i n  a  c o m m e r c i a l o r  
t r a n s a c t i o n ;  w h i l e  c a m p a i g n i n g  s e e k s  r a t h e r  t o  p e r s u a d e  c i t i z e n s  t o  a  p o i n t  o f  v i e w , .  o n  
•  W h i l e  m a r k e t e r  s e e k s  t o  a t t r a c t  a s  m a n y  c u s t o m e r s  a s  p o s s i b l e ,  t h e  c a m p a i g n e r  i s  r e a l l y  i n t e r e s t e d  i  
j u s t  t h o s e  w h o s e  s u p p o r t  i s  n e e d e d  t o  p r e v a i l .  
•  M o s t  i m p o r t a n t l y ,  w h i l e  m a r k e t i n g  i s  e s s e n t i a l l y  a  s i m p l e  s c i e n c e ,  p o l i t i c a l  c a m p a i g n s  a r e  c o m p l e x ,  i s  
c r o s s - d i s c i p l i n a r y  e x e r c i s e s  t h a t  i n c l u d e  n o t  o n l y  m a r k e t i n g  b u t  a l s o  e l e m e n t s  o f  p s y c h o l o g y '  
s t a t i s t i c s ,  m i l i t a r y  h i s t o r y ,  g a m e  t h e o r y ,  m e d i a  t h e o r y ,  r h e t o r i c  l i t e r a t u r e  a n d  c l a s s i c s .  
F u r t h e r m o r e ,  r a t h e r  t h a n  l o c k i n g  i n t o  o n e  p o s i t i o n ,  o n e  a u d i e n c e  a n d  o n e  c h a n n e l ,  t h e  c a m p a i g n e r  i s  
c o n s t a n t l y  r e w r i t i n g  h i s  m e s s a g e  i n t o  a n  a r r a y  o f  c o m m u n i c a t i o n s  r e l e v a n t  t o  k e y  s e g m e n t s  o f  t h e  a u d i e n c e ,  
t a r g e t i n g  t h o s e  s e g m e n t s  v i a  m u l t i p l e  m e d i a  c h a n n e l s ,  t r a c k i n g  t h e i r  r e s p o n s e ,  s p i n n i n g  a  r e f i n e d  v e r s i o n  o f  
t h e  I , o s i t i o n ,  a d j u s t i n g  t h e  p o s i t i v e / n e g a t i v e  m i x  a n d  s e n d i n g  o u t  a n o t h e r  m u l t i p l i c i t y  o f  c o m m u n i c a t i o n s  
b e f o r e  a g a i n  t r a c k i n g  a u d i e n c e  r e s p o n s e  a n d  c r e a t i n g  a n  e v e n t ,  m o r e  r e f i n e d  v e r s i o n  o f  t h e  p o s i t i o n .  F r o m  
t h e  f o r e g o i n g ,  i t  c a n  b e  s e e n  t h a t  p o l i t i c a l  c a m p a i g n s  a r e  m o r e  t h a n  m a r k e t i n g  e x e r c i s e s  ( S t o c k w e l l ,  2 0 0 4 ) .  
T h e  d o m i n a n t  p o l i t . i c a l  p a r t i e s  a r o u n d  t h e  g l o b e  a r e  b e g i r . n i n g  t o  e m b r a c e  t h e  m a r k e t i n g  c o n c e p t  a n d  
p r o c e s s .  I n  t h e  U K ,  f o r  i n s t a n c e ,  t h e  c o n s e r v a t i v e  p a r t y  u s e d  t h e  s e r v i c e s  o f  s a a t c h i  a n d  s a a t c h i  i n  t h e  1 9 8 0 ' s ;  
a n d  t h e  l a b o u r  p a r t y  h a s  i n c o r p o r a t e d  f o c u s  g r q u p s  i n  t h e i r  1 9 9 0 ' s  a c t i v i t i e s .  H e r e  i n  N i g e r i a ,  p o l i t i c a l  
m a r k e t i n g  h a s  s t e a d i l y  g a i n e d  u n p r e c e d e n t e d  p r o m i n e n c e  s i n c e  t h e  s e c o n d  R e p u b l i c  e l e c t i o n s  ( i . e .  1 9 7 9 )  t i l l  
d a t e .  A l l  t h r o u g h  t h e  p e r i o d  u n d e r  r e f e r e n c e ,  m a r k e t i n g  c o n s u l t a n t s  h a v e  b e e n  g e n e r o u s l y  h i r e d ;  a d v e r t i s i n g  
a n d  p u b l i c  r e l a t i o n s  e x p e r t s  h a v e  b e e n  e n g a g e d ,  a n d  t h e  m a s s  m e d i a  ( p r i n t  a n d  e l e c t r o n i c )  h a v e  b e e n  f u l l y  
u t i l i z e d .  T h e s e  e f f o r t s  h a v e  p a i d  o f f  b e c a u s e  t h e  l e v e l  o f  p o l i t i c a l  a w a r e n e s s  i m p r o v e d  t r e m e n d o u s l y  j u d g i n g  
f r o m  t h e  p e r c e n t a g e  o f  v o t e s  i n  e a c h  s u c c e e d i n g  e l e c t i o n . ( O r i a v w o t e ,  1 9 9 9 ) .  A l l  t h i s  g o e s  t o  s h o w  t h a t  
p o l i t i c a l  m a r k e t i n g  h a s  b e c o m e  a n  i n d i s p e n s a b l e  m a c h i n e r y  i n  N i g e r i a  p o l i t i c s .  N e v e r t h e l e s s ,  m a r k e t i n g  
p l a n n i n g  f o r  p o l i t i c a l  p a r t i e s  h a s  r a r e l y  b e e n  a d d r e s s e d ,  a s  t h e r e  a p p e a r s  t o  b e  l i t t l e  a p p r e c i a t i o n  o f  m a r k e t i n g  
e s p e c i a l l y  a t  t h e  s t r a t e g i c  l e v e l  ( B u t l e r  a n d  C o l l i n s ,  1 9 9 6 ) .  I n  t h i s  p a p e r ,  a  r e s e a r c h  i n v e s t i g a t i o n  c o n d u c t e d  
b y  B a i n e s  e t  a l l  (  1 9 9 9 )  w h i c h  f o c u s e d  o n  p r o d u c i n g  a  m a r k e t i n g  p l a n n i n g  m o d e l  f o r  p o l i t i c a l  p a r t i e s  i n  t h e  
l J l (  w a s  r e p l i c a t e d  i n  N i g e r i a  t o  a s c e r t a i n  t h e  v a l i d i t y  o f  i t s  f i n d i n g s  i n  N i g e r i a ' s  d e m o c r a t i c  c o n t e x t .  T h e  
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THEORETICAL FRAMEWORK. 
As Baines, Lewis and Yorke (1999) have noted, political marketing is a relatively new and embryonic area 
of academic enquiry. As a result, much of the current work in this area has applied general marketing 
principles to the area of election campaigning. Most current definitions of political marketing (Shama, 1995; 
Lock and Harris, 1996, Wring, 1997) identify the political marketing process as concerned more with the 
communication process between voter and political entities (either parties or candidates) and often neglect 
the organizational development perspective (of the political entity) in a way that most commercial marketing 
definitions do not. The application of particular dimensions of marketing theory for political entities has 
been illustrated by numerous authors. 0' Leary and lredale (1976) for instance, have indicated the relevance 
of the marketing mix for political parties. This has been reinforced by W orlu (2005). In the same vein, 
Yorke and Meehan (1986) have indicated a number of variables to be used as bases for segmenting and 
targeting voters. In addition, Hayes and McAllister · (1996) have pointed out that floating voters can 
essentially be regarded as individuals with no brand loyality. Furthermore, Smith and Saunders (1990) 
maintain that the integrated marketing era (or possibly the future of political marketing) will further identify 
the target markets' wants and needs and the necessary policy decision-making to satisfy these wants more 
effectively. The strategic use of marketing techniques for political campaigning is still in its infancy. To 
bridge the gap between what the voters want in an election campaign and what candidates and parties 
propose, the use of marketing planning is advocated. The use of marketing planning by a political party is a 
function of the marketing orientation to which the party subscribes. In other words, parties can alter aspects 
of their behaviour, including policy, membership, leadership. and organization structure to suit the nature and 
demands of their markets. They can do this by being product, sales or market-oriented (Lees-marshment, 
2001). A product-oriented party argues for what it stands for and believes in. It assumes that voters will 
realize that its ideas are the right ones and therefore vote for it. This type of party refuses to change its ideas 
or product, even if it fails to gain electoral victory or membership support. A sales-orientated party focuses 
on selling its argument to voters. It retains predetermined product design, but recognizes that desired 
supporters may not automatically want it. Using market intelligence to understand voters' response to is 
behaviour, the party employs the latest advertising and communication techniques to persuade voters that it 
is right. A sales-oriented party does not change its behaviour to suit what people want, but tries to make 
people want what it offers. A market-orientated party designs its behaviour to provicie voters' satisfaction. It 
uses market intelligence to identify voter's demands, then design its product to suit their needs. It does not 
attempt to change what people think, but to deliver what they need and want. 
MARKETING PLANNING: A Political Perspective 
Several researchers have pointed out the lack of a strategic perspective in the political marketing literature 
(Butler and Collins, lY96; Farrell, 1996; 0 ' Cass, 19lFI). Lock and Harris (1996) have suggested that 
"political marketing as a discipline has to develop its own frameworks adapting those from the core 
marketing literature and, second, that it has to develop its own predictive and prescriptive models if it is to 
inform and influence political action." The framework for co-ordinated campaigning put forward by Baines 
eta! (1999) and reviewed in this paper to suit the Nigerian electoral context, is intended to further this 
course. There are aspects of the political campaigning process which stem more from political science than 
marketing. A case in point is the traditional, personal and tactical voting behaviour which stems from 
consumer behaviour perspective; and canvassing and advertising which stem from a communication 
standpoint. From a competitive perspective, a competitive situation arises more from oligopoly than from the 
general consumer marketing perspective generally associated with perfect competition. In the light of these 
apparent differences between the two subject disciplines (Butler and Collins, 1994; lock and Harris, 1996) 
and the fact that there appears to be a high degree of synergy between political campaigning and marketing 
(Mandelson, 1988; O'Cass, 1996) the political marketer needs to find the area of commonality between 
marketing and political campaigning as techniques for informing, communicating with, 'connecting' with, 
persuading and reaching the electorate. As Baines et al (1999) have noted marketing models which have 
been adapted specifically for use in political environments include those described by Newman (1994) and 
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C < H > r d i n a t i n g  P o l i t i c a l  C a m p a i g n s  i n  N i g e r i a :  A  M a r k e t i n g  P l a n n i n g  P e r s p e c t i v e  
M a a r e k  ( I  9 9 5 ) .  H o w e v e r ,  b o t h  m o d e l s  n e g l e c t  t o  e m p h a s i z e  t h e  i m p o r t a n c e  o f  c o n s t i t u e n c y  c a m p a i g n i n g  
a n d  i t s  o r g a n i z a t i o n a l  i m p l i c a t i o n s  ( a n  i m p o r t a n t  p r o c e s s  i n  N i g e r i a n  p o l i t i c a l  c a m p a i g n i n g )  a n d  t e n d  t o  
f o c u s  o n  U n i t e d  S t a t e s '  p o l i t i c a l  c a m p a i g n i n g .  B o t h  a p p e a r  t o  a s s u m e  t h a t  s e g m e n t a t i o n  a n d  t a r g e t i n g  t a k e  
p l a c e  w i t h i n  a  n a t i o n a l  c o n t e x t .  S i n c e  t h e  p r i o r i t y  i s  n o t  t o  g e t  a n  o v e r a l l  m a j o r i t y  o f  i n d i v i d u a l  v o t e s  b u t  t o  
o b t a i n  a n  o v e r a l l  m a j o r i t y  o f  i n d i v i d u a l  s e a t s .  T h u s ,  t h e  i m p l i c a t i o n  t h a t  o n e  c o n s i s t e n c y  ( o r  s e a t )  i s  m o r e  
i m p o r t a n t  t h a n  a n o t h e r  g i v e s  r i s e  t o  t h e  n e e d  t o  t a r g e t  t h o s e  c o n s t i t u e n c i e s  t h a t  a r e  m o r e  l i k e l y  t o  s w i t c h  t h e i r  
a l l e g i a n c e .  N i f f e n g g e r  ( 1 9 8 9 )  h a s  d i s c u s s e d  t h i s  c o n c e p t  f r o m  A m e r i c a n  p e r s p e c t i v e .  I n  N i g e r i a ,  p o l i t i c a l  
p a r t i e s  h a v e  i n s u f f i c i e n t  f u n d s  t o  e f f e c t i v e l y  w a g e  c o n s t i t u e n c y - m a r k e t i n g  c a m p a i g n  b e c a u s e  o f  l i m i t e d  
f u n d i n g  b y  g o v e r n m e n t .  A n d  b e c a u s e  N i g e r i a n  e l e c t o r a t e  a n d  p a r t y  s u p p o r t e r s  e x p e c t  t o  b e  m o b i l i z e d  b e f o r e  
t h e y  g i v e  t h e i r  m a n d a t e ,  c a n d i d a t e s  a n d  p o l i t i c a l  p a r t i e s  p l a y  i n t o  t h e n  h a n d s  p o l i t i c a l  " G o d f a t h e r s "  w h o  s e e  
t h e i r  s p o n s o r s h i p  o f  c a n d i d a t e s  a n d  p a r t i e s  a s  i n v e s t m e n t  f o r  t h e  f u t u r e .  T h e s e  r e s o u r c e s  a r e  u s e d  t o  p r o m o t e  
c o n s t i t u e n c y  a c t i v i t i e s  i n  a  c o o r d i n a t e d  m a n n e r  b e f o r e  c a n d i d a t e s  a r e  s e l e c t e d  ( i n  t h e  n a m e  o f  p r i m a r i e s )  t o  
r u n  t h e  e l e c t i o n .  M c D o n a l d  ( 1 9 8 9 )  d e s c r i b e d  t h e  p u r p o s e  o f  m a r k e t i n g  p l a n n i n g  a s  " t h e  i d e n t i f i c a t i o n  a n d  
c r e a t i o n  o f  c o m p e t i t i v e  a d v a n t a g e " .  P o l i t i c a l  m a r k e t i n g  p l a n n i n g  ( i n  t h e  s p e c i f i c  c o n t e x t  o f  a n  e l e c t i o n  
c a m p a i g n )  a t t e m p t s  t o  i d e n t i f y  h o w  t o  i n c r e a s e  a  p a r t y  o r  c a n d i d a t e s  s h a r e  o f  t h e  v o t e  a n d  w h a t  n e e d s  t o  b e  
d o n e  i n  0 r ( k r  t n  r e i l l i ? . P  thi ~ vote-~hare i n c r e a s e .  A L M E R  ( 1 9 9 4 )  s t a t e "  t h a t  t h e r e  a r e  f i v e  k r y  f u n c t i o n c ;  i n  
t h e  s t r a t e g i c  m a r k e t i n g  p l a n n i n g  p r o c e s s  c o m p r i s i n g :  m a r k e t  p o s i t i o n  a n a l y s i s ,  o b j e c t i v e  s e t t i n g ,  s t r a t e g i c  
a l t e r n a t i v e  e v a l u a t i o n ,  s t r a t e g y  i m p l e m e n t a t i o n ,  a n d  m o n i t o r i n g  a n d  c o n t r o l .  O n e  m i g h t  a r g u e  t h a t  t h e  
w i n n i n g  o f  a n  e l e c t i o n  c a m p a i g n  ( s i n c e  t h e  f o r m a l i z e d  p e r i o d  i s  g e n e r a l l y ,  1 2 0 d a y s  i n  N i g e r i a ,  a n d  o n l y  f o u r  
w e e k s  l o n g  i n  t h e  U K )  d o e s  n o t  o f f e r  s u f f i c i e n t  s c o p e  f o r  t h e  u s e  o f  m a r k e t i n g  p l a n n i n g  t e c h n i q u e s .  T h i s  
v i e w p o i n t  i s  t e n a b l e  a m o n g  N i g e r i a n  p o l i t i c a l  p a r t i e s  w h e r e  e l e c t o r a l  c a m p a i g n  p l a n n i n g  t a k e s  a  " f i r e  
b r i g a d e "  a p p r o a c h .  F o r  i n s t a n c e ,  h o w  m a n y  p o l i t i c a l  p a r t i e s  o u t  o f  o v e r  3 7  p a r t i e s  i n  N i g e r i a  h a v e  s o  f a r  s e t  
u p  a  c a m p a i g n  m a n a g e m e n t  t e a m  i n  p r e p a r a t i o n  f o r  t h e  2 0 0 7  g e n e r a l  e l e c t i o n s  w h i c h  i s  l e s s  t h a n  1  O m o n t h s  
f r o m  n o w ?  B u t  i n  t h e  U K ,  t h e  B r i t i s h  L a b o u r  P a r t y  p u t  t o g e t h e r  a  c a m p a i g n  m a n a g e m e n t  t e a m  i n  1 9 8 5  f o r  
t h e  1 9 8 7  e l e c t i o n  ( S m i t h ,  1 9 9 4  ) .  F r o m  a  p o l i t i c a l  m a r k e t i n g  p l a n n i n g  p e r s p e c t i v e ,  p a l m e r ' s  f i v e  k e y  
f u n c t i o n s  c a n  b e  e x p l a i n e d  t h u s :  
•  T h e  a n a l y s i s  o f  t h e  c u r r e n t  m a r k e t  p o s i t i o n  o f  t h e  o r g a n i z a t i o n :  
T h i s  r e q u i r e s  a  d e t e r m i n a t i o n  o f  h o w  v o t e r s  p e r c e i v e  t h e  i n d i v i d u a l  c a n d i d a t e s  s t a n d i n g  i n  e a c h  
c o n s t i t u e n c y  a n d  w h a t  t h e i r  v o t i n g  p o s i t i o n  i s .  
•  S e t t i n g  o b j e c t i v e s  f o r  t h e  o r g a n i z a t i o n  a n d  m a r k e t i n g  e f f o r t :  I t  i s  i m p o r t a n t  t o  d e t e r m i n e  w h i c h  a r e a s  
( e . g .  c o n s t i t u e n c i e s ,  v o t e r  g r o u p s )  r e q u i r e  m o r e  r e s o u r c e s  t o  b e  a l l o c a t e d  t o  t h e m  b a s e d  o n  w h a t  t h e  
p a r t y  i n t e n d s  t o  a c h i e v e  t h e r e .  
•  I d e n t i f y i n g  a n d  e v a l u a t i n g  s t r a t e g i c  a l t e r n a t i v e s :  W h i c h  s e g m e n t s  o f  t h e  e l e c t o r a t e  s h o u l d  p a r t i e s  
c o m m u n i c a t e  w i t h ,  u s i n g  w h a t  m e s s a g e ?  P u b l i c  o p i n i o n  p o l l i n g  c a n  b e  u s e d  t o  g u i d e  a n d  d e v e l o p  
m e s s a g e  c o n c e p t ,  r e c e i p t ,  a n d  m e a s u r e  o r  a s s e s s  s e g m e n t e d  g r o u p s '  s t a b i l i t y ,  a c c e s s i b i l i t y  a n d  
s u b s t a n c e .  
•  I m p l e m e n t a t i o n  o f  t h e  c h o s e n  s t r a t e g y :  T h e  p o l i t i c a l  s t r a t e g i s t  n e e d s  t o  a l l o c a t e  t h e  n e c e s s a r y  r e s o u r c e s  
t o  t h e  t a r g e t i n g  p r o c e s s .  I n  p o l i t i c a l  c a m p a i g n s ,  o n e  m a j o r  p r o b l e m  o c c u r r i n g  i s  o n e  o f  u n c e r t a i n t y  
r e g a r d i n g  t h e  f l o w  o f  d o n a t i o n s  t h a t  w i l l  b e  r e c e i v e d  b y  t h e  p a r t y .  T h e  s o u r c e s  a n d  a p p l i c a t i o n  o f  t h e s e  
d o n a t i o n s  m a y  b e  q u e s t i o n a b l e ,  p a r t i c u l a r l y  i n  o u r  c o n t e x t  w h e r e  c o r r u p t i o n  i s  e n d e m i c .  T h i s  m a y  l e a d  
t o  p a r t y  o r  c a n d i d a t e s  i n d e b t e d n e s s .  
•  M o n i t o r i n g  a n d  c o n t r o l l i n g :  S i n c e  t h e  m a r k e t i n g  p l a n n i n g  p r o c e s s  a t t e m p t s  t o  m a t c h  o r g a n i z a t i o n a l  
r e s o u r c e s  w i t h  m a r . k e t  o p p o r t u n i t i e s  a n d  t h r e a t s ,  w h i l e  c o n s i d e r i n g  t h e  o r g a n i z a t i o n ' s  s t r e n g t h s  a n d  
w e a k n e s s e s ,  t h e  p r o c e s s  o f  m o n i t o r i n g  t h e  e x t e r n a l  e n v i r o n m e n t  a n d  e v a l u a t i n g  a  p a r t i c u l a r  s t r a t e g y ' s  
i m p a c t  u p o n  t h a t  e n v i r o n m e n t  i s  p a r a m o u n t .  
T h e  f r a m e w o r k  f o r  c o o r d i n a t e d  c a m p a i g n i n g  i n  N i g e r i a ,  p u t  f o r w a r d  i n  t h i s  p a p e r ,  a t t e m p t s  t o  i n c o r p o r a t e  
t h e s e  i n t o  a  c o h e s i v e  f r a m e w o r k .  I t  i s  l i k e l y  t h a t  c o - o r d i n a t e d  c a m p a i g n i n g  w i l l  b e c o m e  a n  a r e a  o f  g r o w t h  i n  
N i g e r i a ,  p a r t i c u l a r l y  a s  t h e  n a t i o n  m a t u r e s  i n  h e r  d e m o c r a t i c  e x p e r i e n c e .  
T H E  C O N C E P T U A L  F R A M E W O R K :  A  m a r k e t i n g  P l a n n i n g  F r a m e w o r k  f o r  p o l i t i c a l  p a r t i e s .  
B a i n e s ,  L e w i s  a n d  Y o r k e  ( 1 9 9 6 )  c o n d u c t e d  a  s t u d y  i n  w h i c h  t h e y  s o u g h t  t o  p r o d u c e  a  m a r k e t i n g  p l a n n i n g  
f r a m e w o r k  m o d e l  f o r  p o l i t i c a l  p a r t i e s .  T h e  s e t t i n g  f o r  t h e  r e s e a r c h  w a s  U K ,  a n d  t h e  f r a m e w o r k  w a s  i n t e n d e d  
t o  a l l o w  p o l i t i c a l  s t r a t e g i s t s  t o  d e t e r m i n e  w h i c h  c o n s t i t u e n c i e s ,  a n d  f l o a t i n g  v o t e r s  w i t h i n  t h e m  a r e  m o s t  a t  
r i s k  o f  s w i t c h i n g  a l l e g i a n c e  f r o m  o n e  p a r t y  t o  a n o t h e r .  T h e  m o d e l  g e n e r a t e d  f r o m  t h a t  s t u d y  i s  p r e s e n t e d  i n  
F i g u r e  1 . 1  b e l o w .  t i s  i m p o r t a n t  t o  n o t e  t h a t  a  m a r k e t i n g  p l a n n i n g  f r a m e w o r k  n e e d s  t o  t a k e  i n t o  a c c o u n t  t h e  
r e a l i t i e s  o f  t h e  e n v i r o n m e n t  a n d  a l l o w  f o r  r a p i d  c h a n g e  ( e . g .  p a r t i s a n  a l l e g i a n c e ,  c h a n g e s  i n  p u b l i c  o p i n i o n ) .  
A c c o r d i n g  t o  B a i n e s  e t  a l  ( 1 9 9 6 ) ,  t h e  f r a m e w o r k  s h o u l d  i n c o r p o r a t e  t h e  d e t a i l  o f  t h e  v a r i o u s  p o l i t i c a l  
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ung phenomena (e.g. tactical voting, traditional voting, personal voting, the importance of by-elections, 
I to defections, de-selections and immigration I emigration patterns) in order to reflect the reality of the 
ake campaigning process. 
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Figure 1.1: Marketing Planning Model for Political Campaigning 
SOURCE: Adapted from Baines (1996) 
Census statistics 
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PLANNING MODEL STAGE 1: INFORMATION GATHERING AND CONSTITUENCY 
IDENTIFICATION 
In this stage, constituencies that are most likely to change their allegiance are identified since such 
constituencies are particularly important to all the various parties and resources can be targeted more 
effectively at these constituencies, thereby saving political parties both money and time. 
Historical Data 
Being aware of the party's vote-share and major source of competition at the previous election is important 
when targeting constituencies and in the determination of how the candidate and party should attempt to 
persuade the electorate that their message is more appropriate than that of a rival party. 
in Census Statistics 
he The political strategists needs to monitor the demographic structure of the constituency on an on-going basis 
1). so that changes in the constituency's demographic and partisan profile can be identified in order to locate 
:al key voters and take appropriate action when it comes to targeting specific voter groups. Thus, census data 
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"  
s t a t i s t i c s  a r e  i m p o r t a n t  i n  d e t e r m i n i n g  t h e  l o c a t i o n  o f  t h e  r e l e v a n t  v o t i n g  g r o u p s  s i n c e  s o c i o - e c o n o m i c  ( a n d  
o t h e r  r e l e v a n t  t a r g e t i n g )  d a t a  m a y  h a v e  b e e n  m a p p e d  i n  t h e  c e n s u s .  
C o n s t i t u e n c y  R a n k i n g  
B a i n e s  e t a !  (  1 9 9 6 )  r e v e a l e d  t h a t  i n  t h e  U K  s y s t e m ,  a  s i m p l e  m a j o r i t y  o f  s e a t s  n e e d s  t o  b e  g a i n e d  f o r  a  p a r t y  
t o  f o r m  g o v e r n m e n t .  O f t e n ,  t h e s e  s e a t s  c a n  b e  c l o s e l y  c o n t e s t e d  a n d  t h e  m a i n  o p p o s i t i o n  p a r t y  n e e d s  t o  
a t t e m p t  t o  g a i n  a s  m a n y  a s  p o s s i b l e  f r o m  t h e  i n c u m b e n t  p a r t y  i n  o r d e r  t o  f o r m  a  m a j o r i t y .  E a c h  p a r t y  s h o u l d  
d e t e r m i n e  t h e  s w i n g  n e e d e d  t o  g a i n  a  s e a t .  U s i n g  c o n s t i t u e n c y  r e s e a r c h  a n d  c a n v a s s  r e c o r d s ,  t h e  t a c t i c a l ,  
t r a d i t i o n a l  a n d  p e r s o n a l  v o t i n g  a d j u s t m e n t s  c a n  t h e n  b e  m a d e  t o  t h e  s i z e  o f  t h e  e l e c t o r a t e  ( e x c l u d i n g  n o n -
v o t e r s )  t o  g i v e  a  " p e r c e i v e d  a u d i e n c e "  f o r  e a c h  p a r t y  a n d  f o r  e a c h  c o n s t i t u e n c y .  I f  t h e  " p e r c e i v e d  a u d i e n c e "  
i s  l e s s  t h a n  t h e  r e q u i r e d  s w i n g  f o r  a  p a r t i c u l a r  c o n s t i t u e n c y ,  t h e n  t h e  c o n s t i t u e n c y  s h o u l d  n o t  r e c e i v e  a s  
m a n y  r e s o u r c e s  s i n c e  i t  i s  u n l i k e l y  t o  c h a n g e .  T h e  c o n c e p t  o f  r a n k i n g  p o l i t i c a l  j u r i s d i c t i o n s  o n  t h e  b a s i s  o f  
t h e  n u m b e r  o f  " p e r s u a d a b l e  v o t e r s "  h a s  b e e n  s u g g e s t e d  b y  a  n u m b e r  o f  a u t h o r s  ( B r a d s h a w ,  1 9 9 5 ;  S h e a ,  
1 9 9 6 ) .  T h e  c o m b i n a t i o n  o f  c o n s t i t u e n c y  r e s e a r c h ,  c e n s u s  s t a t i s t i c s ,  c a n v a s s  r e c o r d s  a n d  h i s t o r i c a l  d a t a  
a l l o w s  t h e  p o l i t i c a l  s t r a t e g i s t  t o  d e t e r m i n e  t h e  p r i n c i p a l  c o m p e t i t i o n  a n d  w h o  a r e  t h e  r e l e v a n t  v o t i n g  g r o u p s  
thr~t n f ' e d  t o  b e  t ; : m : r e t e d .  She~ ( 1  Q 9 6 )  h a s  str~te t h a t  ' t o p : e t h e r .  d e m o c r r a p h i c  r e s e a r c h ,  S l l f V P Y  rl~tr~ ; 1 n r l  p r i o r  
e l e c t o r a l  d a t a  m e r g e  t o  f o r m  a  p o w e r f u l  t a r g e t i n g  w e a p o n ' .  S u c h  d a t a  s h o u l d  a l s o  g i v e  a n  i n d i c a t i o n  o f  t h e  
l e v e l  o f  t a c t i c a l  a n d  p e r s o n a l  v o t i n g .  I n  a d d i t i o n  r e s e a r c h  s h o u l d  a l s o  i n d i c a t e  t h e  p r o p o r t i o n  o f  t r a d i t i o n a l  
v o t e r s ,  w h i c h  b e c o m e s  i m p o r t a n t  i n  t h e  c o n s t i t u e n c y  r a n k i n g  e x e r c i s e .  
C o n s t i t u e n c y  R e s e a r c h  
C o n s t i t u e n c y  r e s e a r c h  i s  v i t a l  f o r  a  f u l l  u n d e r s t a n d i n g  o f  t h e  c u r r e n t  p o s i t i o n  o f  t h e  m a j o r  p a r t i e s  w i t h i n  a  
c o n s t i t u e n c y  s i n c e  h i s t o r i c a l  v o t i n g  d a t a  d o e s  n o t  g i v e  a n y  i d e a  o f  r e c e n t  c h a n g e s  i n  t h e  p a r t i s a n  n a t u r e  o f  
t h e  s e a t  ( c o n s t i t u e n c y ) .  C o n s t i t u e n c y  r e s e a r c h  s h o u l d  f o c u s  o n :  
•  T h e  c u r r e n t  l e v e l  o f  s u p p o r t  
•  W h i c h  v o t e r s  h a v e  c h a n g e d  t h e i r  s u p p o r t  f o r  a  p a r t i c u l a r  p a r t y  s i n c e  t h e  p r e v i o u s  g e n e r a l  e l e c t i o n  
•  T h e  e l e c t o r a t e ' s  o p i n i o n  a n d  e m o t i o n s  r e g a r d i n g  p a r t i c u l a r  i s s u e s  a n d  p o l i c i e s .  
•  T h e  l e v e l  o f  t a c t i c a l  a n d  t r a d i t i o n a l  v o t i n g .  
•  W h e t h e r  o r  n o t  t h e  p e r s o n a l  v o t e  i s  s i g n i f i c a n t .  
C o n s t i t u e n c y  r e s e a r c h  f e e d s  i n t o  e v e r y  a s p e c t  o f  t h e  p o l i t i c a l  p l a n n i n g  p r o c e s s .  T h e  p a r t y  s h o u l d  c o n d u c t  
s u r v e y s  i n  t h e  t a r g e t  c o n s t i t u e n c i e s ,  i . e .  t h o s e  t h a t  a r e  r a n k e d  h i g h e s t  i n  t h e  r a n k i n g  e x e r c i s e  i n  o r d e r  t o  
p r o v i d e  a  c u r r e n t  o v e r v i e w  o f  t h e  p o l i t i c a l  s i t u a t i o n .  T h i s  r e s e a r c h  s h o u l d  d e t e r m i n e  v o t e r s '  p a r t i s a n  
a l l e g i a n c e  i n  t h e  d i f f e r e n t  c o n s t i t u e n c i e s ,  t h u s  p r o v i d i n g  a n  i n d i c a t i o n  o f  w h i c h  p a r t y  i s  i n  c l o s e s t  c o n t e n t i o n  
w h i l e  a l s o  a t t e m p t i n g  t o  d e t e r m i n e  w h i c h  m e s s a g e s  w i l l  ' c o n n e c t '  m o s t  w i t h  t h e  f l o a t i n g  v o t e r s  w i t h i n  a  
p a r t i c u l a r  c o n s t i t u e n c y .  
C a n v a s s  R e c o r d s  
I t  i s  i m p o r t a n t  t o  c a n v a s s  t h e  e l e c t o r a t e  s i n c e  t h e  s e c o n d a r y  r e s e a r c h  o n l y  g i v e s  a  b r o a d  p i c t u r e  o f  w h a t  i s  
h a p p e n i n g  a n d  c a n v a s s i n g  h e l p s  t a r g e t  i n d i v i d u a l  v o t e r s  o n  e l e c t i o n  d a y  i n  t h e  g e t - o u t - t h e - v o t e  ( o r  ' k n o c k i n g  
u p ' )  e f f o r t .  C a n v a s s i n g  s h o u l d  s t i l l  b e  u n d e r t a k e n  i n  o r d e r  t o  d e t e r m i n e  t h e  s u p p o r t e r s  o f  t h e  p a r t i c u l a r  
p a r t i e s ,  e . g .  f l o a t i n g  v o t e r s ,  s o  t h a t  t h e  c o n s t i t u e n c y  o r g a n i z a t i o n s  c a n  t a i l o r  s p e c i f i c  m e s s a g e s  t o  t h e  r e l e v a n t  
s e c t i o n s  o f  t h e  e l e c t o r a t e  a n d  s o l i c i t  f u n d s .  
P L A N N I N G  M O D E L  S T A G E  2 :  C o m p e t i t i o n  a n d  V o t i n g  G r o u p  D e t e r m i n a t i o n .  
T h i s  s t a g e  c o n c e r n s  d e t e r m i n i n g  t h e  m a i n  c o m p e t i t i o n  a n d  s e g m e n t i n g  t h e  v a r i o u s  v o t e r  g r o u p s  
i n c o r p o r a t i n g  a l l  t h e  r e c e n t  d a t a ,  f r o m  c a n v a s s i n g  a n d  c o n s t i t u e n c y  r e s e a r c h .  
D e t e r m i n i n g  C o m p e t i t i o n  
T h e  p o l i t i c a l  s t r a t e g i s t  n e e d s  t o  d e t e r m i n e  w h i c h  p a r t y  p r o v i d e s  t h e  b i g g e s t  t h r e a t  w i t h i n  e a c h  i n d i v i d u a l  
c o n s t i t u e n c y  s o  t h a t  h e  c a n  t h e n  p r o v i d e  a n  a p p r o p r i a t e  p o l i c y  p l a t f o r m  t o  c o u n t e r a c t  t h e  o p p o s i n g  p a r t i e s .  
G e n e r a l l y ,  t h e  d e t e r m i n a t i o n  o f  t h e  c o m p e t i t i o n  w i t h i n  a  s e a t  i s  b e s t  p r o v i d e d  b y  a  c o m b i n a t i o n  o f  p r e v i o u s  
g e n e r a l  e l e c t i o n  v o t i n g  d a t a  a n d  l o c a l  e l e c t i o n  r e s u l t .  T h i s  i n f o r m a t i o n  s h o u l d  a l l o w  t h e  s t r a t e g i s t  t o  
d e t e r m i n e  w h i c h  w a r d s  w i t h i n  a  p a r t i c u l a r  c o n s t i t u e n c y  a r e  m o r e  l i k e l y  t o  v o t e  f o r  a  p a r t i c u l a r  p a r t y .  T h i s  i s  
a n  i m p o r t a n t  p r o c e s s  s i n c e  c e r t a i n  w a r d s  w i t h i n  m a r g i n a l  c o n s t i t u e n c i e s  ( i . e .  c o n s t i t u e n c i e s  w h e r e  t h e r e  h a v e  
b e e n  e x c e p t i o n a l  c i r c u m s t a n c e s ,  e . g .  s c a n d a l ,  d e s e l e c t i o n s ,  e t c )  m a y  c o n t a i n  m o r e  o r  f e w e r  m a r g i n a l  v o t e r s .  
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Thus, the process of competition determination is, to some extent, a by-product of the constituency ranking 
and research exercises. 
Voter Segmentation 
In order for the parties to change or keep a seat's (constituency) allegiance, they need to approach those 
voters who are most likely to change their vote to the main opposition party (except where a third and even 
fourth, party is in very close contention with the incumbent). Thus, in Nigeria where ANPP is the main 
opposition, communication might not just be aimed at the potential ANPP (i.e. PDP switchers) but also at 
other parties' tactical voters as well as consolidating support from previous PDP supporters. Segmentation 
bases used in the research conducted by Baines and his colleagues were housing type and partisan 
allegiance. However, constituency research might point out more useful segmentation bases. Those 
segments that are most important, in either securing a seat or changing a seat's allegiance, would then be 
targeted using the appropriate media. . 
PLANNING MODEL STAGE 3: Party positioning and Voter Group Targeting. . 
In this stage, strategists are concerned with which issues the electorate considers most important and how to 
disseminate appropriate messages. 
Party Positioning 
In order to increase their own support, political strategists typically. use policies, issues and reasoned 
argument, as well as style of presentation to attempt to win the battle for the minds of the voters, positioning 
is the process of 'connecting' with voters: the process of developing a campaign theme that consists of 
convergent policy stances on issues. Bradshaw (1995) defines theme as 'the rational for your candidates 
election and your opponent's defeat. It is the single, central idea that the campaign communicates to voters 
to sum up the candidate's connection with the voters and their concerns and the contrast between your 
candidates and the opponent'. Party positioning is a crucial aspect of the political marketing process because 
the strategist uses it to set out the policies which the party applies to persuade voters to vote for them. It is 
also important to not that parties need to select a theme (e.g. policy on Africa) and aspects of that theme 
(e.g. specific policies relating to further integration, agriculture, etc), which connect with voters. Selection of 
this theme becomes paramount because parties can not later attempt to use a theme which is not consistent 
with their original policies and statements since this may well be picked up by the opposition parties' media 
spokespeople in a process known as rapid rebuttal which may, subsequently, be picked up by the media or 
directed at the media by opposition party spin-doctors. Specific polices should be directed at voters in terms 
of how concerned with the particular policy the electorate is and the extent to which the policy fits the 
political entity's ethos (Baines 1999) 
Voter Group Targeting 
Once the agenda for the constituency has been developed and the political strategist has determined the 
target contacts, the constituency organization should generally deliver its message through door-to-door 
canvassing, telephone canvassing, direct mail and local meetings. Different constituencies usually adopt a 
mix of different methods, for example in a rural. constituency, a certain amount of telephone canvassing 
might occur in order to save time and expense. 
PLANNING MODEL STAGE 4: POST ELECTION ANALYSIS 
The essence of good marketing planning is to learn from previous successes and failures and to build these 
oups into future planning strategy. This stage attempts to determine what lessons can be learned from previous 
stages. 
Post- Election Analysis 
idual Post-election analysis aims to determine whether or not the correct voter segments were targeted 
rties. successfully. This requires further research into why the electorate voted the way that they did. In addition, 
rwus the constituency results may be used to increase the accuracy of the consistency ranking exercise in future 
st to election campaigns. This post-election research data may also be used refine further the segmentation bases 
11s Is that were used in the previous election campaign, in the order that the next general election campaign can 
have incorporate any lessons learned. 
)ters. 
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T H E  L I M I T A T I O N S  O F  T H E  M O D E L S  
T h e  m a r k e t i n g  p l a n n i n g  f r a m e w o r k  p u t  f o r w a r d  b y  B a i n e s  e t  a l  ( 1 9 9 6 )  a n d  p r e s e n t e d  i n  t h i s  p a p e r  i s  d e f i n e d  
b y  t h e  l o c a l  c o n s i s t e n c y  e n v i r o n m e n t .  T a c t i c a l ,  p e r s o n a l  a n d  t r a d i t i o n a l  v o t i n g  a r e  a l l  c o n s i d e r a t i o n s ,  w h i c h  
a r e  t a k e n  i n t o  a c c o u n t  i n  t h e  m o d e l  w h e n  d e c i d i n g  w h i c h  c o n s t i t u e n c i e s  t o  a l l o c a t e  t h e  a v a i l a b l e  r e s o u r c e s  
a n d  w h i c h  v o t e r s  t o  t a r g e t  w i t h i n  t h e s e s  c o n s t i t u e n c i e s .  H o w e v e r ,  s u c h  f a c t o r s  a r e  i n  c o n t i n u a l  f l u x .  P e r h a p s  
t h e  o n l y  a s p e c t  o f  t h e  e n v i r o n m e n t  t h a t  i s  n o t  c o n s i d e r e d  i s  t h e  c u l t u r e  o f  c a m p a i g n i n g .  T h e  m o d e l  i s  
p r i m a r i l y  d e v e l o p e d  f o r  a  s o c i e t y  w i t h  p o l i t i c a l l y  a c t i v e  a n d  i n f o r m e d  c i t i z e n  ( i . e .  c i t i z e n s  w h o s e  p o l i t i c a l  
s e n s e  o f  j u d g m e n t  c a n  n o t  b e  b l u r r e d  w i t h  m e a g r e  o f f e r s ) .  I n  o t h e r  w o r d s ,  t h e  m o d e l  w a s  d e v e l o p e d  f o r  s u c h  
a d v a n c e d  d e m o c r a c y  l i k e  B r i t a i n ,  a n d  m a y  n o t  a p p l y  e x a c t l y  t h e  s a m e  w a y  t o  d e m o c r a c i e s  l i k e  N i g e r i a .  
F u r t h e r m o r e ,  m a n y  p o l i t i c i a n s  f e e l  t h a t  m a r k e t i n g  h a s  n o  p l a c e  i n  p o l i t i c s ,  y e t  t h e  m o d e l  i s  b u i l t  o n  t h e  
p r e m i s e  o f  m a r k e t i n g  o r i e n t a t i o n .  T h i s  m e a n s  t h a t  p o l i t i c i a n s  w i l l  n e e d  t o  b e  r e - o r i e n t e d  t o  a p p r e c i a t e  t h e  
c r i t i c a l  r o l e  o f  m a r k e t i n g  i n  t h e  e n f o r c e m e n t  o f  d e m o c r a t i c  i d e a l s  a n d  p r o c e s s e s .  A g a i n  t h e  m o d e l  d o e s  n o t  
c o n s i d e r  t h e  e f f e c t  o f  t h e  p o l i t i c a l  c o r p o r a t e  c u l t u r e  o n  m a r k e t i n g  p l a n n i n g  a s  w e l l  a s  t h e  e x t e n t  t o  w h i c h  
p o l i t i c a l  p a r t i e s  a n d  c a n d i d a t e s  a r e  p r e p a r e d  t o  d e v e l o p  a  m a r k e t i n g  o r i e n t a t i o n  a n d  t h e  e f f e c t s  o f  t h e  
p o l i t i c a l  s y s t e m  o n  m a r k e t i n g  a c t i v i t y .  F i n a l l y ,  t h e  m o d e l  d o e s  n o t  a r t i c u l a t e  t h e  n a t u r e  o f  t h e  n a t i o n a l  
c a m p a i g n  a n r l  i t s  i m p a c t s  u p o n  t h e  l o c s l  ( c o n s t i t u e n c y )  c a m p a i g n .  I n  s p i t e  o f  a l l  t h e s e  l i m i t a t i o n s ,  t h i s  s t u d y  
e x p l o r e s  t h e  a p p l i c a b i l i t y  o f  t h e  m o d e l  t o  a  n a s c e n t  d e m o c r a c y  l i k e  N i g e r i a  w i t h  a  v i e w  t o  i n t r o d u c i n g  s o m e  
m o d i f i c a t i o n s  w h e r e  n e c e s s a r y .  
M E T H O D O L O G Y  
T h i s  s t u d y  w a s  b a s e d  o n  a  s t u d y  c o n d u c t e d  i n  t h e  U K  b y  B a i n e s  (  1 9 9 6 ) ,  a n d  r e p e a t e d  b y  B a i n e s  e t  a l  ( 1 9 9 9 ) ;  
a n d  t h e  o u t c o m e  o f  t h o s e  t w o  s t u d i e s  w a s  a  m a r k e t i n g  p l a n n i n g  m o d e l  f o r  p o l i t i c a l  p a r t i e s  i n  t h e  U K  a n d  U S .  
O u r  p r e s e n t  s t u d y  t h e r e f o r e  t r i e d  t o  e x p l o r e  t h e  a p p l i c a b i l i t y  o f  t h a t  m a r k e t i n g  p l a n n i n g  m o d e l  t o  N i g e r i a n  
p o l i t i c a l  p a r t i e s .  T h i s  f r a m e w o r k ,  o n c e  p r o d u c e d ,  s h o u l d  a l l o w  p o l i t i c a l  s t r a t e g i s t s  t o  d e t e r m i n e  w h i c h  
c o n s t i t u e n c i e s ,  a n d  t h e  f l o a t i n g  v o t e r s  w i t h i n  t h e m ,  a r e  m o s t  a t  r i s k  o f  c h a n g i n g  t h e i r  a l l e g i a n c e  f r o m  o n e  
p a r t y  t o  a n o t h e r .  D e p t h  i n t e r v i e w s  w e r e  c a r r i e d  o u t  w i t h  6  m e m b e r s  o f  N a t i o n a l  A s s e m b l y  a n d  6  P a r t y  
O f f i c i a l s  r e p r e s e n t i n g  e a c h  o f  t h e  s i x  g e o - p o l i t i c a l  z o n e s  i n  N i g e r i a ,  a n d  d r a w n  f r o m  t h e  4  d o m i n a n t  p o l i t i c a l  
p a r t i e s  i n  N i g e r i a  ( i . e .  A P G A ,  A N P P ,  A D  a n d  P D P )  D o m i n a n c e  h e r e  w a s  b a s e d  o n  t h e  a b i l i t y  o f  a  p a r t y  t o  
c o n t r o l  a t  l e a s t  o n e  g u b e r n a t o r i a l  s e a t  a n d / o r  p r e s i d e n t i a l  s e a t .  I n  a d d i t i o n ,  i n - d e p t h  i n t e r v i e w s  w e r e  h e l d  
w i t h  4  s e n i o r  c a m p a i g n  d i r e c t o r s  o f  t h e  4  d o m i n a n t  p a r t i e s .  T h e  d e p t h  i n t e r v i e w s  w e r e  d e s i g n e d  t o  d e t e r m i n e  
t h e  m e t h o d  o f  c a m p a i g n i n g  t h e  p o l i t i c a l  p a r t i e s  c u r r e n t l y  u s e  a n d  t o  a s s e s s  w h e t h e r  o r  n o t  i t  c o u l d  b e  r e f i n e d  
i n t o  a  m a r k e t i n g  p l a n n i n g  f r a m e w o r k  m o d e l .  T h u s ,  a  d e d u c t i v e  m o d e l  w a s  d e v i s e d .  
S U M M A R Y  O F  F I N D I N G S  
A n a l y s i s  o f  t h e  i n t e r v i e w s ,  f r o m  a  m a r k e t i n g  p l a n n i n g  p e r s p e c t i v e ,  r e v e a l e d  a  n u m b e r  o f  i m p o r t a n t  p o i n t s .  
• ! •  T h o u g h  P D P  i s  c u r r e n t l y  i n  t h e  m a j o r i t y ,  i t  i s  t a r g e t i n g  a t  l e a s t  9 5 %  o f  t h e  s e a t s  i n  t h e  N a t i o n a l  
A s s e m b l y ,  a n d  t h e  c o n t r o l  o f  a t  l e a s t  3 3  s t a t e s  o u t  o f  t h e  3 6  s t a t e s  i n  t h e  c o u n t r y  f o r  t h e  2 0 0 7  G e n e r a l  
E l e c t i o n .  A p a r t  f r o m  t h e  o n e s  h e l d  b y  P D P ,  m a j o r i t y  o f  t h e  s e a t s  a r e  h e l d  b y  t h e  m a i n  o p p o s i t i o n  p a r t i e s  
( m o s t l y  A N P P ,  a n d  a  f e w  o t h e r s  b y  A . D  a n d  A P G )  a n d  t h e  v a s t  m a j o r i t y  n e e d  s w i n g s  o f l e s s  t h a n  5 . 0 % .  
• ! •  A N P P  i s  i n t e r e s t e d  i n  c l i n c h i n g  t h e  p r e s i d e n c y  b u t  m o r e  i n t e r e s t e d  i n  c o n t r o l l i n g  a l l  t h e  n o r t h e r n  s t a t e s .  
T o  A N P P ,  t h e  a l l o c a t i o n  o f  r e s o u r c e s  ( i n  t e r m s  o f  t a r g e t i n g  s e a t s )  d e p e n d s  o n  t h e  i m p o r t a n c e  o f  t h e  l o c a l  
c a n d i d a t e  a n d  p a t t e r n s  o f  m i g r a t i o n  i n  e a c h  i n d i v i d u a l  s e a t .  ·  
• ! •  A P G A  i s  h o p e f u l  b u t  s e e m s  p r i m a r i l y  k e e n  o n  c o n s o l i d a t i n g  i n  t h e  s o u t h  E a s t e r n  Z o n e  o f  t h e  c o u n t r y  i n  
2 0 0 7  G e n e r a l  E l e c t i o n .  1 .  
• ! •  A D  s t r o n g l y  b e l i e v e s  t h a t  t h e  e n d  o f  P r e s i d e n t  O b a s a n j o ' s  t e n u r e  w i l l  m a r k  t h e  r e t u r n  o f  A D ' s  
d o m i n a n c e  o f t h e  p o l i t i c s  o f  t h e  s o u t h w e s t e r n  z o n e .  2 .  
• ! •  A l l  t h e  r e s p o n d e n t s  s t r e s s e d  t h e  i m p o r t a n c e  o f  l o c a l  f a c t o r s .  E a c h  a s c r i b e d  h i s  o r  h e r  p a r t y ' s  d o m i n a n c e  
o f  s o m e  c o n s t i t u e n c i e s  a n d  o r  s t a t e  t o  t h e  e x i s t e n c e  o f  a  s t r o n g ,  e f f e c t i v e  l o c a l  c a n d i d a t e  w h o  w a s  i n  3 .  
t o u c h  w i t h  t h e  l o c a l  i s s u e s ,  a n d  w h o  h a d  b u i l d  a  s t r o n g  p e r s o n a l  f o l l o w i n g .  l n  a r e a s  w h e r e  t h e  c a n d i d a t e  
l a c k e d  s u c h  f o l l o w i n g ,  h i s  p o l i t i c a l  G o d f a t h e r  r e l e a s e d  h i s  o w n  f o r  s o m e  t a n g i b l e  r e t u r n s .  4 .  
• ! •  I n  a d d i t i o n  t o  ' r e n t i n g '  h i s  f o l l o w e r s h i p ,  t h e  " G o d f a t h e r "  c o u l d  a l s o  e x p e n d  s o m e  m o n e y  t o  s e c u r e  
v i c t o r y  a t  t h e  p o l l s ,  a n d  t h i s  a l s o  w o u l d  i n c r e a s e  h i s  r e t u r n s .  5 .  
• ! •  T h e r e  w a s  g e n e r a l  c o n s e n s u s  a m o n g  r e s p o n d e n t s  t h a t  N i g e r i a n  e l e c t o r a t e  a n d  s u p p o r t e r s  f i n d  i t  d i f f i c u l t  
t o  r e s i s t  m o n e t a r y  i n d u c e m e n t  d u e  t o  a b j e c t  p o v e r t y  i n  t h e  c o u n t r y  a n d  t h e  f e a r  t h a t  t h e y  m i g h t  n o t  b e  
r e m e m b e r e d  a f t e r  t h e  c a n d i d a t e s  h a d  s e c u r e d  t h e i r  m a n d a t e .  6 .  
• ! •  M o s t  c a n d i d a t e s  d o  n o t  b o t h e r  a b o u t  t h e  n e e d  t o  a r t i c u l a t e  q u a l i t y  p r o g r a m m e s  a n d  i d e o l o g i e s  s i n c e  
o f f e r i n g  m o n e y  t o  e l e c t o r a t e  c o u l d  g i v e  t h e m  a  l e e w a y .  A s  a  r e s u l t ,  p o l i t i c a l  p a r t y  c a m p a i g n s  i n  N i g e r i a  7 .  
a r e  p a r t y  c e n t r e d ,  n o n - i s s u e  c e n t r e d ,  c a p i t a l - i n t e n s i v e ,  m o n e y  d r i v e n  a n d  l a b o u r - i n t e n s i v e .  
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•!• The central premise of the targeting approach in this research is that the constituencies which are 
currently most at risk of changing their allegiance can be identified by comparison with constituencies 
that were in a similar state (in terms of majority and the swing required) at a previous election. 
CONCLUSION 
Floating voters amount to a relatively small proportion of the electorate but are disproportionately important 
in the determination of which party wins the election, and due to the fact that political parties or candidates 
have limited funds, marketing planning has been put forward as an exercise which can help in resource 
allocation. For example in 2003 General Election, PDP needed to win the control of South West zone to 
have a comfortable overall majority in government. Such a group of target voters could be identified using 
partisan specific segmentation bases, which are able to differentiate between the differing types of floating 
voters. It has been demonstrated in this article, that in order to reach and communicate with those voters who 
are most likely to change their allegiance, political strategists need to use a ·structured and planned approach 
that includes: 
•:• Amassing and analyzing constituency data (from various sources), 
•!• Determining who are the main sources of competition, 
•!• Identifying and targeting individuals and groups of voters, 
•:• And theo performing a post-mortem to determine where the process could be modified to make it more 
efficient in future political campaigns. 
The model applies to Nigeria, even with an unreliable census data, INEC data and census statistics can at 
least provide a cue to the political strategist and form the basis of planning. Most times, when candidates are 
not credible, they tend to ride on the goodwill of their political God-fathers whose conditions for executing 
the electioneering project are often repugr1ant to the integrity of the candidate and by extension the welfare 
of the electorate. 
IMPLICATIONS FOR POLITICAL MANAGERS 
Political parties in Nigeria are becoming more organized in their campaigning activities, to some extent. The 
last 2003 General Election saw substantial co-ordinated activities in key zones and constituencies targeted 
by the PDP and ANPP. Parties should see the need to provide training for their political marketing planners 
and researchers, campaigr1 directors, and political strategists to improve their expertise in marketing 
(particularly in research, telemarketing campaign, segmentation and targeting, etc) and strategy formulation. 
All the stages of the planning model deduced in Baines et al (1996) were confirmed to be relevant and 
applicable to Nigeria in the interviews with the different members of National Assembly and party officials. 
But they did not exhibit the different stages in their campaigns. Therefore, Parties should take steps to 
monitor and co-ordinate all constituency activities carefully. Parties should be more interested in fielding a 
credible candidate (in terms of character) and sense of mission than in wealthy candidate who is bereft of 
credibility. Political parties need to commission marketing research and telemarketing campaigr15 that 
transcend constituency boundaries. This increase in activity needs to be financed through more intensive 
lobbying, and direct mail fund raising campaigr15, rather than mortgaging the entire party or candidate to a 
"Political Godfather". Once the campaigr15 have been conducted, it is important to determine why the 
campaigns fared in the way that they did (something that most constituencies and parties neglect to do). 
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